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ST RETAILING

Never Stop Taking
on Challenges!

Daisuke Tsukagoshi
FAST RETAILING CO., LTD.

Group Senior Executive Officer & COO
UNIQLO CO., LTD. President & COO

My name is Daisuke Tsukagoshi and | am COO of Fast Retailing Co., Ltd.

I intend to talk to you today about Fast Retailing’s future business strategies. The Fast Retailing
Group once again managed to generate a record level of revenue and profit in fiscal 2025, or the

twelve months through August 31, 2025.

We will continue to confidently tackle new challenges by constantly promoting global growth and
never being fully satisfied with the way things are right now




i UNIQLO Products/Activities in the Global News
Strong customer support is boosting awareness of UNIQLO

+Customers greatly value UNIQLO products, services, and corporate activities.
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The reason why we are growing increasingly confident at this stage is that we can sense the steady
increase in UNIQLO presence globally.

Customers in all parts of the world highly appreciate UNIQLO products and services, and our
corporate activities.

For instance, UNIQLO was ranked No.2 in the America’s Best Retailers 2025 annual rankings by the
Newsweek economic magazine.




e UNIQLO Products/Activities in the Global News

Strong customer support is boosting awareness of UNIQLO

*We are witnessing the development of a virtuous cycle in which news generated by the frequent featuring of

UNIQLO products in media boosts customer awareness and understanding on a daily basis, encouraging
them to make purchases.
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China Central Television (CCTV) seal of approval for South Korea: Customer social Europe: UNIQLO featured in multiple
UNIQLO UV protection ranges and other products media posts go viral magazines, etc

We are witnessing the forming of a virtuous cycle in which customer awareness and support for
UNIQLO products is rising as products are featured in local media and other advertising, which, in turn,
tempts customers to go and investigate those products themselves.

For instance, the CCTV channel’s high praise of UNIQLO’s UV protection products in Mainland China
caused a stir and spurred a leap in sales.

In South Korea, information that customers post on social media is being picked up and reposted by
other customers, then different customers are picking up those posts and sharing them, creating a
powerful information reach.

As a result, UNIQLO brand presence is rising in markets all over the world.




B kit Significant Potential for Further Growth

Accelerating growth in every direction!!

+Actively invest in Japan, China, South Korea as pillar operations and North America, Europe, and the
Southeast Asia, India & Australia region as growth markets.

*Huge latent need for LifeWear, which boasts a market share of over 10% in Japan. LifeWear presence is still
low in other markets. Great growth potential as affinity for LifeWear grows, attracting more fans.

Growth Potential for the Fast Retailing Group
Scale of apparel lllustration

markets

Market share
Approx. 5%

. Market share
Approx. 15%
(UQ+GU)
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With this current situation in mind, we intend to accelerate growth in many different directions. We will
actively invest in Japan, Mainland China, and South Korea as pillar operations and North America,
Europe, and the Southeast Asia, India & Australia region as growth markets.

There is a huge latent need for LifeWear, whose market share in Japan now exceeds 10%. However,
LifeWear presence in other markets is still low, so we believe that there is room for considerable future
growth.




e Consistent Flagship Store Opening Strategy

High-quality store openings are driving growth

+Over 40 flagship stores in major cities globally showcase our branding, developing a strong local presence.

+Creating new high-quality stores that customers love in great locations with large sales floors that attract
more visitors through active scrap and build and store renewal activities.

*These stores serve as showcases for UNIQLO and boost local UNIQLO store sales and e-commerce sales.

*Plan to open a string of flagship-class stores in FY2026 in places such as Umeda, Japan; Mira Place, Hong
Kong; Frankfurt, Germany; Warsaw, Poland; and Chicago and San Francisco in the USA. Intend to continue
to proactively open high-quality stores to drive growth going forward.

Top 3 Global Flagship Stores in Terms of Sales

UNIQLO Ginza store UNIQLO Fifth Avenue store

We are currently building a strong presence in markets all over the world, with over 40 flagship stores
in major cities worldwide showcasing our branding.

We actively apply our scrap and build policy or renewal policy to any stores that have become less
convenient to customers due to changing environments, or stores with low monthly revenue, and
create new quality stores that customers love in great locations with large sales floors that then attract
more Visitors.

These stores showcase UNIQLO value, which leads to greater sales at local UNIQLO stores and e-
commerce as well.

We plan to open a string of flagship-class stores in FY2026 primarily in major cities such as Umeda,
Japan; Mira Place, Hong Kong; Frankfurt, Germany; Warsaw, Poland; and Chicago and San
Francisco in the United States.

Going forward, we will continue to proactively open quality stores as a way to drive further growth.




South Korea

UNIQLO LOTTE WORLD MALL store
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Please watch this video. It is about one of our largest stores in South Korea, the UNIQLO LOTTE
WORLD MALL store, which is located in the tallest Lotte World Tower in Korea at 123 stories high.
This area in Korea is full of fashion-conscious young people, and many customers visit the store every

day.



UK

UNIQLO Coal Drops Yard store

This slide shows the UNIQLO Coal Drops Yard store in London, England. It offers a unique shopping
experience by respectfully utilizing the historic building located in a large-scale redevelopment project
centered around a major railway transport hub, displaying work by local artists in the store décor, and
even offering a terrace complete with benches and table tennis tables.



Belgium ;
UNIQLO Meir store <
(Opened September 25) !

Please watch this video of the UNIQLO Meir store, the regional flagship store that we opened in
Belgium on September 25. The store is housed in a historic former private residence built in the 16th
century that is protected as a cultural asset. Rough 500 customers waited in line on opening day and,
even now, cashmere sweaters and other core Winter items are generating extremely strong sales.



Mainland China

UNIQLO Changsha Heiwado store
(Opened September 26)
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This slide shows the UNIQLO Changsha Heiwado store that we opened on September 26 in Mainland
China. The store, which illustrates the development of different initiatives to delight local customers,

has attracted far more customers than we had expected.
We intend to open individual stores that have meaning and high-quality stores that convey LifeWear

values and value in order to improve our branding and expand our operations.



e UNIQLO Japan: Revenue Tops 1 Trillion Yen

Promote transformation as a leading Group pillar

*Achieve new phase of growth driven by koten keiei (independent store management).
v" Pursue independent store management in which each individual store addresses local customer needs
v Thorough low-cost management
v" Develop products with value that customers can truly appreciate

*Japan is one of the most important markets driving the entire Fast Retailing Group.

v Evolve independent store management and low-cost management practices. Secure stable sales growth and a
high profit margin of 15% or higher

v Give business and store managers trained in Japan global roles to raise overall standard of Group business

Developed JWA Oxford Shirts, jeans, and other products that offer solid value to customers ~ Promoting independent store management (UNIQLO Asakusa store) 49

| would now like to move on to explain our growth strategies for each business segment.

Let me look first at UNIQLO Japan, where revenue topped one trillion yen in fiscal 2025 for the first
time ever.

Implementing independent store management and tasking every store with addressing local customer
needs has proved the driving force of growth in a mature market.

Another reason for our continued sales growth is our determination to pursue low-cost management
and develop products with value that customers recognize and appreciate.

Japan will continue to be one of the most important leading markets for the Fast Retailing Group. We
aim to ensure stable revenue growth and achieve a profit margin of 15% or more by evolving our
independent store management and low-cost management practices. We also intend to raise the
overall standard of our business by encouraging business and store managers with a solid belief in
the Fast Retailing and UNIQLO spirit in Japan to share that expertise and fulfill an active role on our
global stage.




= UNIQLO Greater China: Bold New Business Approach

Emphasize value and price from a customer perspective

<Reform Pillars>
@ Realizing business that creates value

v’ Attracted over 13.5 million new UNIQLO members in the Mainland China market in FY2025. Over 40% of those young
people aged 18-29

v' Our string of new popular content for young people this year has greatly boosted new customer numbers

v' Customers shared the product information that we posted on social media and appreciated our product value and
prices. Posting of strongly featured items, such as Jersey Barrel Leg Pants and Baggy Curve Jeans, increased.

v Gained approx. 400,000 new EC customer numbers by launching a joint business with JD.com in September, which is
strong in North China.
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Spreading UNIQLO product information tailored mainly Bag with embroidered panda matif only T-shirt collaboration with
for young people available in the UNIQLO Chengdu store popular Changsha designers 1

Next, as | have mentioned before, we are pursuing four set pillars of reform at UNIQLO Mainland
China.

The first is about realizing business that creates value.

We attracted over 13.5 million new UNIQLO members in the Mainland China market in FY2025. Over
40% of those are young people between 18 and 29 years old. We have issued a constant string of
new content that is popular with young people, which has boosted new customer numbers
significantly this year.

Customers shared the product information that we posted on social media and appreciated our
product value and prices. This has created a larger number of strong feature items, such as Jersey
Barrel Leg Pants and Baggy Curve Jeans.

Furthermore, our e-commerce users increased by approximately 400,000 in September following the
launch of a collaborative business with JD.com in that same month. JD.com enjoys a strong position
in North China.




- UNIQLO Greater China: Bold New Business Approach

FAST RETAILING

Steady progress on profitable store reforms

@ Achieve finely tailored regional business by promoting independent store management

¥v" Improve accuracy by ordering products exactly when they will sell in each region, develop sales plans for
each store, incorporate local customer and employee feedback

v" Improve discounting rate by continuing to build systems that directly link production and retail
3 Improve the quality of our stores

v Flagship stores opened in Wuhan, Xining, and Chengdu over the past one to two years, and the Changsha
flagship opened on September 26, have enjoyed huge success, helping to boost UNIQLO regional
branding and competitiveness

v" Plan to continue opening flagship stores in major cities going forward

v Scrap and build policy on stores with low monthly sales progressing as planned. Monthly sales at stores
that underwent the scrap and build process have increased by 1.5 times

@ Strengthen management talent
v Adapt corporate culture to encourage staff to actively challenge themselves

v Transfer Japan business leaders and store managers with deep understanding of UNIQLO business to
China to teach local staff about our kind of business mindset and promote independent store managemepzt

The second reform pillar focuses on creating finely tailored regional business through the promotion of
independent store management.

That involves improving accuracy by ordering products at the time when they will sell best in each
region, developing sales plans for each store, incorporating local customer and employee feedback,
and improving discounting rates by continuing to build systems that directly link production and retail.

The third reform pillar focuses on improving the quality of our stores.

Our flagship stores opened in Wuhan, Xining, and Chengdu over the past one to two years and the
Changsha flagship opened on September 26 have enjoyed huge success. This has helped boost
UNIQLO regional branding and competitiveness. Going forward, we plan to continue opening flagship
stores in major cities. Meanwhile, the use of our scrap and build policy for stores with low monthly
sales is progressing as planned. Indeed, monthly sales at stores that underwent the scrap and build
process have increased by 1.5 times.

The fourth and final reform pillar focuses on strengthening management talent.

We are already adapting our corporate culture to encourage staff to actively challenge themselves.
We also intend to transfer Japan business and store managers with a deep understanding of UNIQLO
business to China to teach local staff about our business person’s mindset and promote local store
management.

We are using this kind of local training to create proactive, profitable stores.




o2 UNIQLO SE Asia, India & Australia: Huge Growth Potential

FAST RETAILING

Review business basics, aim to achieve rapid growth
*Double-digit revenue growth for four consecutive years since FY2022. Aim to achieve further rapid growth by
strengthening our business platforms.

+Assign a CEO for Southeast Asia from September. Work on transforming operations by developing product
lineups that are tailored to each individual region and transforming marketing, and store and EC operations.

+Sales expected to swiftly reach 100 billion yen in the Philippines and Thailand.
+Aim to achieve revenue of 100 billion yen in all Southeast Asian markets.

+Aim to achieve sales of 50 billion yen in India
as soon as possible.

UNIQLO Orion Mall Brigade
Gateway store opened in Bengaluru,
India on August 29. Approximately
600 customers lined up in front of
the store on opening day, and sales
reached a record high for India over
the first three days.

UNIQLO Southeast Asia, India & Australia has been generating double-digit revenue growth since
FY2022. That is four years in a row. We will aim to achieve further rapid growth by reviewing business
basics and strengthening business platforms in these regions.

We will assign a CEO for the Southeast Asia operation from September, and will strive to reshape the
region’s operations by developing product lineups tailored to each individual region, and transforming
marketing as well as store and e-commerce operations.

Within the region, sales are expected to swiftly reach 100 billion yen in the Philippines and Thailand.
Going forward, we will aim to achieve 100 billion yen sales in all Southeast Asian markets, and to
achieve sales of 50 billion yen in India as soon as possible.
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a=me UNIQLO Europe, N. America: Growing Affinity for LifeWear

Aim to achieve 1 trillion yen sales in both Europe and USA

*Revenue increased by approx. 30-50% each year in the past 4 years in Europe and North America. Operation
profit expanded by roughly 4 times.

+Affinity for our LifeWear concept is growing in the true sense. Aim for each operation to achieve 1 trillion yen
in sales in the near future.

*We are promoting our flagship store strategy, enhancing product development inspired by customer
feedback, transforming supply chains, and accelerating talent training in both Europe and North America.

Europe:

Sweden
*Plan to open stores in new cities (Munich, Frankfurt, UKT gentmark [ 3 stores
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Our UNIQLO operations in North America and Europe have generated revenue growth of between 30
and 50% over each of the past four years and operating profit has grown by four times. We feel that
affinity for our LifeWear concept has started to grow in a meaningful way. Our current market share
still sits below 0.5%, but there is plenty of growth potential and we will aim to achieve one trillion yen
operations in each markets in the near future.

We will promote our flagship store strategy, enhance product development inspired by customer
feedback, transform supply chains, and accelerate talent training in both Europe and North America.

In Europe, we plan to open stores in FY2026 in new cities where we do not yet have a presence, such
as Munich, Frankfurt, Birmingham, Glasgow, and Bristol, because we expect the opening of stores in
new cities to help double or triple online sales, and generate fresh growth for our e-commerce
operation.

With regard to supply chain operations, we launched our biggest global automated warehouse in
spring 2025 to achieve shorter lead times, more efficient delivery, and a higher level of service, and
we plan to consistently expand our warehousing systems in preparation for even greater business
growth going forward.



e UNIQLO Europe, N. America: Growing Affinity for LifeWear

Spark a UNIQLO boom in North America

*Enhance flagship store openings in major cities such as Chicago, San Francisco, New York, and Boston in
FY2026.

*Accelerate new store openings in previously untapped cities to expand our business more widely, and
capture similar synergistic benefits as in Texas, where popular newly opened stores also boosted EC sales.

+On the product front, the CEO of UNIQLO USA has been appointed head of global product development.
Enhance the development of products originating from Europe

North America

and the USA that can be sold globally. :‘62';31‘?:
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We will strengthen the opening of flagship stores in the North American operation in FY2026 by
opening flagships stores in major cities such as Chicago, San Francisco, New York, and Boston. We
want to accelerate the opening of quality stores in previously untapped cities and expand our business
over an even wider geographical area in order to capture the same synergy effects that we achieved
in Texas, where hugely popular new stores also boosted online sales.

On the product front, the CEO of UNIQLO USA has been appointed head of global product
development and will enhance the development of products originating from Europe and the U.S. that
can be sold globally.

Furthermore, we will view the additional tariffs imposed by the U.S. government as an opportunity to
further increase brand value and competitiveness by enhancing branding through flagship store
openings, pursuing independent store management that is tailored to each individual community, and
promoting structural reforms. We will secure profit margins of 15% or higher by implementing low-cost
management while also expanding sales.




—_ GU: Redefining Brand Fundamentals

FAST RETAILING

Set sights on global markets
*Redefining what the GU brand should be
No.1 fashion choice among young people, amazing prices, attractive styling

* No.1 fashion choice among young people: Offer products that facilitate new lifestyles that are appealing to
young people, but that also appeal to customers of all ages with a strong sense of fashion.

« Amazing prices: That are a pleasant surprise for
customers and enable everyone to freely enjoy
fashion fun.

+Attractive styling: Propose seasonal product and
style coordinations that customers will want to buy.

+ Transform into a competitive brand in global markets,
even while pursuing structural reforms.

Moving on to talk about GU, we have redefined exactly what kind of a brand GU should aspire to be,
and decided to position it as the No.1 fashion brand among young people that offers amazing prices
and attractive styling.

When | say the No.1 fashion choice among young people, | mean a brand that offers products that
encourage new lifestyles that appeal to young people, but that also appeal to customers of all ages
with a strong sense of fashion.

On the topic of amazing prices, GU should offer product at prices that enable everyone to freely enjoy
some fashion fun and be pleasantly surprised.

Attractive styling will focus on proposing seasonal product and style coordinates that consumers will
want to buy.

GU is still undergoing structural reforms, but intend to transform it into a competitive brand in global
markets even while undergoing that process.




- Global Brands: Promote Reforms for New Growth

FAST RETAILING

Establish firm brand positions for each label
*Pursue structural reforms and reinvigorate growth by clarifying brand positions for Theory, PLST, and
Comptoir des Cotonniers operations within the Global Brands segment.

*Redefine the segment's central brand, Theory, from this Fall Winter season, and enhance branding and core
product development.

*More than anything, ensure each brand can generate its own autonomous growth.

*Aim to meet a broad range of customer needs and achieve even greater growth through the combined
development of these brands, as we have done at the UNIQLO TOKYO.

Regarding our Global Brands segment, we will pursue structural reforms and reinvigorate growth by
clarifying brand positions for Theory, Comptoir des Cotonniers, and PLST operations within the
segment.

We will redefine the segment’s pillar Theory brand from this Fall Winter season, and enhance the
label’s branding and core product development.

The most important thing is to ensure each brand can generate its own autonomous growth, but we
will also try satisfy a broad range of customer needs and achieve even greater growth by encouraging
the combined development of these brands, as we have done at the UNIQLO TOKYO store.




Ve People: Create Businessperson in All Markets

Deepen pool of management talent around the world

+Created 10 global chief x officers (Cx0) in FY2025. By actively selecting young people, we steadily deepen
our pool of global management around the world.

*Have already established a way to develop excellent talent by encouraging select young people who have
worked in the company for 3 to 5 years to experience working in another market, and constantly transferring,
selecting, and training those young people on a global scale.

-Strengthening cooperation with top international universities. Building frameworks to ensure a consistent
approach to future management candidates. Over 1,000 students joined the company globally between
January and September 2025.

Jason Sabatino
Taketo Nakanishi Sindhura Sarikonda

Executive Officer, Executive Officer, Executive Officer,
COO0, UNIQLO Vietnam Manager of Global Digital Commerce Manager of UNIQLO Global IMD Co-COO0, Theory Global

18

We must be able to consistently attract talented people if we want to support these reforms and
changes. In FY2025, we appointed 10 global chief x officers (CxO), and by actively selecting young
people, we steadily deepen our pool of global management candidates around the world.

For instance, we have already established a way to develop excellent talent by encouraging select
young people who have worked in a national operation for three to five years to experience working in
another market, and constantly transferring, selecting, and training those young people on a global
scale.

We are also strengthening our cooperation with top international universities and building frameworks
to ensure a consistent approach to future management candidates. Over 1,000 students worldwide
joined the company between January and September 2025 as a result of these activities.




o Meet the needs of our customers and generate new ones

FAST RETAILING

Accelerate management
personnel development
through dynamic selection
and rotation

People Customer-

Eliminate product shortages
or excess on store and SKU
basis, build sales floors that
suit actual local demand,
convey information, and
provide tailored services

centric
business
management

Independent

Enhance value appeal by constantly
creating products that give consumers
a true sense of fresh value

Enhance investment to
build the frameworks
that will support global
expansion

Continue to open high-quality
stores that convey the value
of LifeWear. Improve
convenience of EC and
progress the integration of
store/EC operations

Finally, Article 1 of our principles of management declares our commitment to “meet the needs of our
customers and generate new ones.” To achieve that goal, we need to:

Products: Constantly create products that give consumers a true sense of fresh value while also
enhancing our appeal in terms of the price of our products and the value they offer,

Supply chain: Enhance investment to build the frameworks that will support global expansion,

Stores and e-commerce: Continue to open quality stores that convey the value of LifeWear and
improve the convenience of e-commerce purchases and progress the integration of store/e-commerce

operations,

Independent store management: Eliminate product shortages or excess on a store and SKU basis,

build salesfloors that suit actual local demand, convey information, and provide tailored services, and

People: Accelerate management personnel development through dynamic selection and rotation.
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ST RETAILING

Become our customers’
best-loved company!

We will continue to strive to become our customers’ best-loved company.
We hope we can count on your continued support.

Thank you.
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